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"| Building a stronger organization 





A’ we complete this 
first year of the 20th 


century’s last decade, 
quality has become an 
important issue. Certainly, 
we all want it in the 
services and goods we 
purchase, and it is being 
touted as the key for 
organizations great and 
small lifting themselves up 
by their corporate boot- 
straps to reverse market 
declines and lead the 
competition. (See “Quality” 
on the cover.) 

Putting quality into 
everything and every job 
we do in the Postal Service 
is no easy challenge. We 
always have been a 
quantity-driven organiza- 
tion that cannot pick and 
choose customers, but must 
serve all who would seek to 


use Our services 


makes a 
difference 


Page 2 is designed as a forum 
for ideas in which postal 
employees as well as customers 
and other representatives of the 
private sector can share their 
thoughts about the Postal 
Service. 
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This year, we took a 
major step in ensuring 
quality service to customers 
by introducing an external 
First-Class Mail measure- 
ment system, a customer 
satisfaction index and a 
third-class mail analysis 
system. For the first time 
in postal history, we have 
programs in place designed 
specifically to understand 
customer needs. 

But I believe we must 
focus a great deal more 
attention on improving the 
quality of the services and 
products we provide to our 
customers, external and 
internal. The success of 
two of our major competi- 
United Parcel 
Service and Federal 
Express — is rooted in the 
reality and perception that 
they provide quality 


E 2 


x erving as a member 
of the employee in- 
volvement team at the 
Kapalama Station (Hon- 
olulu Division) has been 
rewarding and memorable. 
There have been heartaches 
and joy, disappointments 
and achievements, dismal 
failures and great successes, 
all part of the growth of the 
“super kid” on the postal 
block — Employee 
Involvement/Quality of 
Work Life (E/QWL). 
When I was first 
approached in 1986 to join 
the team, I didn’t have the 
faintest idea what E/QWL 
was all about. After my 
first exposure to an EI 
training session, I realized 
this new concept — little 
tested in American 
industry...let alone federal 


tors 


service. I hope the article 
in this issue describing how 
an emphasis on quality has 
affected several private 
sector firms will stimulate 
your thinking about the 
approaches we need to take. 
One clear refrain 
running through stories of 
quality companies is that a 
quality atmosphere for 
employees comes first. I 
was interested to read the 
thoughts of Mr. Go in the 
coiumn below as he sums 
up four years of working to 
improve the quality of 
working life in the Postal 
Service. He’s a believer, 
but tells us the successes of 
the Employee Involve- 
ment/Quality of Work Life 
(EV/QWL) process are tem- 
pered with “some heart- 
aches and failures.” After 
almost a decade of the El 
QWL process, we've 
learned to roll with the 
punches and continue to 
look for the openings to 


score successes. 


service — might change the 
course of seeming self- 
destruction on which the 
Postal Service was locked. 

Initially, 1 was over- 
whelmed by the extent of 
shared responsibilities. EI 
team members were invited 
to look at both sides of an 
issue and to resolve 
problems major and minor. 
Through EI, we began to 
improve the quality of work 
life, and enrich our postal 
lives. 

During my four years in 
EI, with the support of 
management and the 
National Association of 
Letter Carriers, the concept 
grew. We stumbied at first, 
groping for an identity, 
faltering at times. But with 
encouragement, EI has 
become a juggernaut rolling 


Higher-level managers 
are exploring and learning 
more about quality. In the 
meantime, it is a healthy 
sign to see “islands” of 
quality (see story on 
page 15) springing up at 
various levels of the Postal 
A commitment to 
quality is necessary from 


Service. 


to achieve better under- 
standing and harmony 
meeting challenges head- 
on, giving hope to a 
brighter future and 
assuring the longevity of 
the Postal Service. 

I well remember prior 
to El, the days of endless 
confrontations, where 
“negativism” prevailed. 
Managers and craft 
seemed to live by an “us 
against them” attitude. 
The standard answer then 
was “no.” Through EI, 
today it’s “let’s do it.” 

I am grateful for the 
experiences from my 
participation in E/QWL 
This wonderful process 
has enhanced the integ- 
rity, credibility and 
dignity of management 
and craft. 


the top, but I salute those 
who are moving ahead and 
not waiting for a “Made in 
Washington, DC,” label to 
tell them to grow the 
quality atmosphere where 
they work 

Anthony M. Frank 

Postmaster General 


As we move toward 
greater involvement from 
every carrier on the work 
floor, this only can give 
birth to better relations to 
former adversaries. EI is 
the fuel that will propel a 
healthy Postal Service into 
the 21st century. 

I see a great future for 
the Postal Service and 
participants in EI. Thank 
you for letting me be a part 
of postal history. 

Jimmie Go 

Mr. Go is a letter carrier 
in Honolulu, HI. As the 
postal nominee during the 
1990 Honolulu Federal 
Week observances, he was 
recognized for his outstand- 
ing contributions at work. 








Dear Editor: 

To ensure the stability of the 
Postal Service and protect our 
jobs, we have to look toward the 
future. By providing improved 
services and competitive prices, 
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Dear Editor: 
I feel compelled to write 











we're laying a solid found. 
tomorrow’s postal employee 

With financial problems 
facing this organization, the threat 
of privatization is a real one. I 
believe that employees have the 
responsibility of doing their jobs 
to the best of their abilities. We 
can overcome our competitors and 
make the Postal Service strong, 
Every person counts 

Nancy Mahoney 

Letter carrier 


Babylon, NY 


for 


Department, Washington, 
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employees. 
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garding your cover article on 

labor- success stories 
(July-August 1990). Such self- 
management success stones make 
me and many of our first-line 
supervisors frustrated and angry 

Stories like yours don’t sit well 
with first-line supervisors. We 
don’t blame craft employees for 
getting something first-line 
supervisors could never get — a 
commitment on what they are 
expected to accomplish in eight 
hours, and the freedom to 
complete their jobs 

Your article began with a 
manager describing problems 
clearing mail on the 010 (cull- 
face-cancel) operation. After 
bringing the problem up at a labor 
management meeting, the 
president of the mail handlers 
union suggested, “Let us run it 
ourselves.” In the spirit of 
employee involvement, manage- 
ment agreed to try and naturally 
productivity improved. I can't 
count the number of times the 
National Association of Postal 
Supervisors (NAPS) and first-line 
supervisors have asked the same 
question, but not received that 
response 

NAPS and first-line supervi- 
sors have understood the value of 
teamwork for years, but have 
never been allowed to implement 
it. As presented in your article, it 
sounds like the whole problem was 
caused by the first-line supervisor 
Do you expect us to believe that 
by removing the first-line 
Supervisor, our productivity 
problems will be over? 

Vince Palladino 

Executive Vice President 

National Association of Postal 


Supervisors 


Editor’s note: 


in Greenville, SC 


The experiment 
*, did not do away 
with first-line supervisors on the 
O10 operation. As part of this test 
that tapped employees” discretion 
ary effort, first-line supervisors 
assumed roles of administrators 
and coaches, which improved their 
motivation as well. Due to space 
considerations in the article, the 
extent of the changed roles of 
employees and first-line 
supervisors was not spelled out in 
detail. As part of our ongoing 
coverage of human resources 
Postal Life will include 
articles that look more closely at 


Issues, 


the changing role of first-line 
Superv sors 





| am pleased that the Postal 
Service is getting involved with 
schools to promote literacy 
(September-October 1990). Not 
only does it help our kids, but it 
also promotes a positive image for 
all postal employees. 

I have been making presenta- 
tions in elementary schools for the 
last six years on stamp collecting 
But now, I'm looking forward to 
getting involved in this literacy 
project. Please send me a copy of 
the “Wee Deliver” tape 

Edgar S. Hayes, Jr. 

Driver instructor 

Hemet, CA 


Editor's note: More than 800 
employees from across the 
country feel the same way you do 
and are eager to volunteer their 
time to schools for this project 
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Dear Editor 

When you peer through a lot of 
mail order catalogs, you see 
Federal Express and United Parcel 
Service advertised for quick 
delivery of packages 

What is the 
Postal Service 


READING THE 


16 
26 % 





doing to carve out a niche in this 
market to enhance our revenue? 
Taimadge Daniel 
Rural letter carrier 
Bryans Road, MD 


Editor’s note: Postal Service 
national and local account 
representatives are working 
closely with mail order companies 
to sell them postal services 
through a variety of programs 
including Olympic sponsorship 
(See story on page 13.) But we 
still must convince customers by 
our actions that we can deliver 





; Page 2 reply 


Dear Editor 

I read the “A vote for the 
Postal Service,” on Page 2 in the 
September-October issue. As 
postal employees, we already 
know the obstacles this organiza 
tion faces daily that the customer 
who wrote this supportive article 
described. 

Don’t waste it on us. Articles 
such as this and the article in the 
same issue about the letter carrier 
who rescued people from a 
burning building should be part of 
a national television advertising 
campaign for the benefit of our 
biggest critics, the general public 

We know we are dedicated 
employees who provide good 
service at a reasonable rate, but 
we need to educate the public 
Otherwise we will be beaten by 
the subtle negative stereotyping 


O/o AFTERNOON PAPER 


29 % Prone 


and advertising our competitors 
run for the public 
Cynthia Moskow 
Human Resources Information 
System Coordinator 
Eastern Region Headquarters 


Editor's note: Employees 
know but often take for granted 
what this customer had to say 
That's why we thought it would 
be nice to hear. Also, many of 
these unsolicited customer 
testimonials are placed in the 
media and employee hero stories 
are generally well reported in the 


Dear Editor 

Thank you for your interesting 
article on Ed Crook. I remember 
hearing all about him during the 
1960 Olympic Games. It's nice to 
know he now works for the Postal 
Service 

Andrew Boyajian 

Window clerk 

Hasbrouck Heights, NJ 


a 


Editor's note: In the last issue 
in the People section, we 
mustakenly identified Phillip Zook 
an accounting technician in the 
Bloomington, IN, Post Office as 
second from the left. Zook is 
pictured above 
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In a recent Postal Service/Young & Rubicam survey that asked households what 
they looked forward to daily, checking for and receiving mail rated second 
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Examining diversity 


from page 1 
minorities and women. Two out of every three will be women 
That is according to the much-heralded Workforce 2000, a 
report prepared for the U.S. Department of Labor by the 
Hudson Institute, a Washington, DC-area think tank 

“White males, thought of only a generation ago as the 
mainstays of the economy, will comprise only 15 percent of the 
net additions to the labor force between 1985 and 2000,” the 
report says. The rest will be American-born white females, 
immigrants and a mix of blacks, Hispanics, Asians, Native 
Americans and Pacific Islanders 

The report also warns of skilled labor shortages, an aging 
work force, and th ed for companies and organizations to 
learn how to manage a diverse work force, or run the risk of not 
remaining competitive 


Understanding the work force 

According to R. Roosevelt Thomas, Jr., executive director 
of the American Institute for Managing Diversity, Inc., this 
portends a change in preconceived notions about a person’s 
abilities based on skin color, ethnic background or sex 

Fully tapping this work force potential is an important issue 
for achieving our Strategic Plan goals over the next few years, 
says Sherry Cagnoli, executive director, Office of Equal 
Employment Opportunity. “Diversity is nothing new for the 
Postal Service, but we are nowhere near our maximum capabil- 
ity in empowering everyone to contribute to the best of their 
abilities. We're not even close to realizing our potential.” 

Cagnoli adds, “Minorities and women make up a substantial 
proportion of the postal work force. If we fail to take advantage 
of the wide range of skills and abilities each person has to 
offer, then we as an organization lose a significant amount of 
talent that could help us operate more efficiently.” 

Several companies and organizations, including the Postal 
Service, recognize the consequences of not dealing with the 
emerging diversity in the workplace, and are beginning to take 
action to appreciate, understand and manage this diversity 

Government and private sector experts agree that organiza- 
tions that manage diversity well will outperform others for the 
remainder of this decade and beyond 

“In fact, American corporations are scrambling, doing their 
best to become more adaptable, to compete more successfully 
for markets and labor, foreign and domestic and to attract all 
the talent they can find,” says Thomas 


Corporations get involved 
dd Thomas’ institute is showing them the way. Among the 
institute’s corporate clients and supporters are Avon Products, 
Inc., AT&T Transtech, American Airlines, CBS, Inc., Federal 
Express, The Hartford Insurance Co., Ford Motor Co., and 
Procter & Gamble Co 
Avon Products has initiated awareness training at all 

departmental levels of the company. “The key to recruiting, 

aining and promoting minorities and women is not the human 
resources department,” says Marcia Worthing, Avon’s corpo 
rate vice president for human resources, in an interview with 
the Harvard Business Review. “It’s getting line management to 
buy into the idea. We had to do more than change behavior. We 
had to change attitudes.” 








Thomas, Jr. 
institute for Managing Diversity 











Avon formed a multi-cultural partici 
pation council to monitor the process of 
managing diversity. The group includes 
Avon’s chief executive officer and other 
high-level employees in the company 

A three-week diversity training 
program was developed for 25 Avon 
managers of different racial and ethnic 
backgrounds at Thomas’ institute in 
Atlanta. There, managers were con 
fronted with their differences and learned 
to listen to and understand viewpoints 
with which they initially disagreed. “We 
came away disciples of diversity,” one 
executive participant says 

When describing his company’s effort 
to manage diversity, James R. Houghton, 
chief executive officer at Corning Glass 
Works, says, “It simply makes good 
business sense. Our efforts to manage 
diversity is a social and moral issue as 
well as a means of enhancing our 
efficiency and overall competitiveness.” 

Facing high attrition rates in its 
minority and female employees, Corning 
set up quality improvement teams 
headed by senior executives for minority 
progress and for women’s progress 
Some 7,000 salaried employees attended 
gender and racial awareness training 
One goal of this training is to identify 
unconscious company values that work 
against minorities and women 

Corning now has a nationwide 
scholarship program and a summer intern 
program to recruit minorities and 
women. The company also has estab 
lished formal contacts with groups such 
as the Society of Women Engineers and 
the National Black MBA Association 

Other corporations have tailored their 
own programs. McDonald’s, for in 
Stance, sponsors career-dev elopment 
seminars for blacks, women and Hispan 
ics on the management fast track. Par 
ticipants are encouraged to network 
among themselves as well as among 
regional managers who can influence 
their careers. The result has been that 56 
percent of the top managers at restau 
rants owned by the corporation are 
women and minorities 


Valuing diversity 

The Postal Service also is moving 1 
the direction of better managing our 
work force diversity, according to 
Cagnoli. “We are making progress 
through affirmative action, employee 


development, career awareness confer 
ences, participative management and 
employee involvemenv quality of 
working life processes,” she notes. “We 
want to create an environment that 
promotes Cooperation and teamwork, one 
in which all employees feel their 
contributions are valued.” 

Senior Assistant Postmaster General 
for Human Resources David H. Charters, 
says, “Managing diversity is a positive 
direction that will complement what we 
are achieving through affirmative action 
Sheer demographics alone will increase 
the diversity of our work force during the 
1990s. A major challenge as an organi 
zation will be to tap the full potential of 
that work force.” 

Says Deputy Postmaster General 
Michael S. Coughlin, “Managers will be 
challenged to improve their communica 
tions skills with all employees, respect 
ing their differences and abilities. We 
also need to continue to develop manage 
ment talent, particularly among minori 
ties and women, if we hope to remain 
competitive and meet our Strategic Plan 
goals over the next five years.” 


Facing the future 

Thomas agrees. “The ability to 
manage diversity is the ability to manage 
your company without unnatural 
advantage or disadvantage for any 
member of your diverse work force. The 
fact remains that you must first have a 
work force that is diverse at every level, 
and if you don’t, you’re going to need 
affirmative action to get from here to 
there. 

Thomas points out that some manag 
ers fear diversity because of a false beliet 
that standards somehow will be lowered 
“In a diverse work force, competence 
counts more than ever,” he says 

“The key to managing diversity is 
developing the capacity to open the door 
to change, and to accept, incorporate and 
empower the diverse human talents of 
the most diverse nation on earth,” he 
adds. “It’s our reality. We need to make 
it our strength.” # 


Roy Betts 
Mr. Betts is a program manager for 
Editorial Services in the Communica 


tions Department at Headquarters 


A big challenge 


Deputy Postmaster General Michael 
S. Coughlin recently shared his thoughts 
on the subject of affirmative action with 
top field managers. 

“One of the more challenging issues 
for this organization over the past decade 
has been to ensure that women and 
minorities are well represented in our 
management ranks,” Coughlin says. 

“We have made progress, but the 
progress has been too slow and too 
limited given the available talent and our 
management needs,” he adds. 

Earlier this year, Coughlin 
established a field task force to 
formulate an action pian to address the 
underrepresentation of women and 
minorities in levels 19 and above. 

“The group developed conclusions 
and action items that focus on the 
importance of commitment, employee 
development, and accountability,” 


issue that deserves serious attention as a 
matter of good business practice. 

The key to success in affirmative 
action is to develop women and 
minorities so they can compete at all 
levels of the organization. 

© The achievement and maintenance 
of a representative, well-qualified work 
force requires a long-term, sustained 
commitment to affirmative action and 
employee development. 

Says Coughlin, “These 
should come as no surprise to any of us, 
but the fact is that we too often fail to 
give our good intentions consistent, 
long-term attention. 

“What | am asking postal managers 
to do is precisely that — support these 
ideas and stick with them over the long 
run. This issue is related to and essential 
to all of our other efforts,” he adds. 

“In short, if we are to manage better 
and smarter over the next five years, we 
need to develop management talent and 
we need to ensure that all employees in 
our diverse work force are able to 
perform to their potential. To be 
successful, we will need everyone's 
support in this effort.” 
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Advice you can use 

Five top Postal Service executives, 
who exemplify the managing diversity 
concepts, share experiences and insights 
about communicating in the workplace 
and advancing in their careers. Here’s 
what they had to say 

“Watch what you do today, it may 
hurt you in the future,” 
Richard Porras, 


advises M 
Assistant Postmaster 
General for the Department of the 
Controller. “How you are perceived is 
extremely important,” says Porras, who 
began his postal career as a clerk in 1963 
and was named Controller in 1986 
Porras says it’s important to demon 


listening.” 


strate your willingness to make sacri 
fices, be mobile, take detail assignments 
and learn all you possibly can. “Take the 
initiative, set objectives and establish 
reasonable time frames for achieving 


those objectives. Establish a win-win 


Beyond stereotypes 


“No two people are alike,” the old adage goes. Perhaps 
that statement is not so old after all. Quite possibly, 
employers in this country have never been faced with so many 
differences in people. 

There are differences of all kinds: physical, cultural, 
racial, sexual, educational and on and on. Recognizing, 
understanding and making the most of those differences will 


be among the management challenges of the 1990s and beyond 


for the Postal Service and other employers. 

Given the current and increasing diversity in the work 
force, managers will be challenged to identify new methods of 
motivating and stimulating employees to help them achieve 
their full potential. 


Says Lennie Copeland, who has teamed with her husband to 


produce the videotape series, Valuing Diversity, “Awareness is 
only the first step toward changing behavior. 

“Becoming and remaining sensitive to differences in 
others in the workpiace is an ongoing process that is never 
done. Even working with this issue all the time,” she adds, “ 
still make a mistake once a day.” 

Recalis Copeland, “I recently hired an editor | wouldn't 
have thought of hiring 10 years ago. Fresh from Japan, he was 
stiff as a board and barely spoke English. But his work was 
beautiful. I've learned to see beyond my eyes and to look 
carefully at someone's work.” 

She discovered later, after getting to know her editor 
better, that the stifiness was due not to Japanese formality 
but to back surgery. 


ie 


-" 


philosophy, learn how to communicate, not by talking, but by 


Janet Norfleet, who began her postal career as a substitute 
clerk in 1958 in Chicago and is today the first female to serve 
as that city’s Field Division General Manager/Postmaster, says, 
“My advice to each employee is keep up with what is happen- 
ing in the Postal Service. 
hands on, ask questions, think positive and sharpen your skills 
for the new environment of automation 


Read everything you can get your 


“As we approach the 21st century,” 
Norfleet adds, “it will be increasingly 
imperative to the future of this organiza- 
tion that all postal employees have an 
opportunity to excel and achieve their 
full potential.” 

Advises Willie H. Hathman, Dallas 
Field Division General Manager 
Postmaster, who started his career as a 
clerk in 1956, and who recently received 
the Postmaster General’s Award for, 
among other things, his excellent 
leadership in human resources issues, 
“Become knowledgeable of the visions 
of the organization and target your 
preparation toward becoming an impor 
tant part of developing and implement 
ing those visions.” 

Vivian Rodriguez, Queens, NY, Field 
Director, City Operations, who began her 
postal career in 1971 as a part-time 
flexible clerk on Tour I, adds, “Be 
willing to accept details and assignments 
outside your immediate area. Aggres- 
sively pursue those assignments. Let 
your desires be known. And last, but not 
least, don’t be discouraged if you're not 
selected. There will be plenty of oppor 
tunities down the road.” 

Margaret Sellers, San Diego Field 
Division General Manager/Postmaster, 
who began her career as a mail sorting 
clerk in that city in 1959, advises 
employees to get their priorities in order 
“Be the very best you can be at your job 
and do it better than anyone else. And 
keep up not just with postal news, but in 
your own field of study, because the 


Advertising reaches 
different cultures 


Just as the Postal Service is 
discovering the 
importance of 
communicating across 
cultures within the 
organization as the 
work force grows more 
diverse, it also is 
learning the value of 
accomplishing the same 
goal with its customers. 

Says Rod DeVar, 
director of the Office of 
Advertising and 
Promotion, “We have 
begun to understand 
that cultural differences among our 
customers create different barriers to 
purchasing and using various postal 
services. 

“lt makes good business sense to 
find ways to build up levels of trust 
and understanding among these 
groups,” adds DeVar. 

With these thoughts in mind, the 
Postal Service is now test marketing 
in Los Angeles a series of television, 
radio and print advertisements geared 
to Hispanic businesses and the 
general public. 

The Spanish-language 
advertisements with the heip of Pepe 
Buzon, a special character created to 
help explain postal services and 
products, will run through the end of 
the year. If successful, the ads will 
appear next year in metropolitan 
areas with large Hispanic populations. 





world changes rapidly 

“Most important, surround yourself 
with positive peopie,” 
has a laundry list of “ 
postal manage 


says Sellers, who 
firsts” as a female 
“When you feel good 
about your work and the organization, 
you get a lot of support from those 
around you who feel the same way.” 
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new professional look will guide the 
Postal Service into the next century, and 
window clerks wearing redesigned uni- 
forms will blaze that trail beginning this 
month. — - 

“Employee and customer response 
was overwhelmingly positive about the 
new look during field tests,” says David 
Foote, manager of Special Promotions 





IY a tee 


and chairman of the Visual Idetitity 
: Board Working Group at Postal Service 
*} Headquarters. 


Says Cliff Newbury, window clerk2t 
White Flint Station in Kensington, MD, 
one of the test sites, “My co-workers'and 
I felt really proud to work for the Postal 
Service when we wore the new uniforms. 
Our customers perceived us as being 
more professional and providing better 
service. That made us feel better about 
ourselves. We seemed to get more 
compliments and fewer complaints.” 

“We want the Postal Service to be 

‘ viewed as a public service operated in a 
' businesslike manner,” says Foote. “And 
a crucial element in being businesslike is 
to look businesslike.” 

Uniform redesign began more than 
two years ago, when the Postal Service 
formed focus groups to consider the 
agency's corporate identity and public 
image: What had it been in the past? 
What was it now? How was it changing? 
What did we want it to be? 

“The old uniform designs — for 
clerks and carriers — served us well, but 
times have changed. A newer, more 
modern, professional look was needed to 
replace the old uniforms,” says Foote. 

Changes to the uniforms are the joint 
effort of representatives from the Postal 
Service, the National Association of 
Letter Carriers and the American Postal 
Workers Union, the Visual rae 


eg eames 












‘consulted with clothing 
to determine the design, 
§ quality, fabric, comfort, cost, fit 
lana for new uniforms. 

i and designs to the test 





Into the 21st century in style 


evaluated and thén commented on the 
durability, upkeep and appearance of the 
proposed uniform changes. 

The result? 

“We want employees to have uni- 
forms that look professional and are 
comfortable, durable and affordable,” 
says Foote. “And I believe that’s exactly 
what we got.” 

When uniforms become available this 


month, items will include blue pinstriped « 


shirts and blouses (long- and short- 
Sleeved), slacks and skirts. Other 


Ss 


uniform items include navy blue sweat- 
ers and sweater vests with red and white 
stripes available in February 1991, and 
jumpers in April 1991. Neckties for men 
— and women’s cascade or crossover 
bows — will complete the outfit and are 
available now 

Letter carriers also will be sporting a 
new look soon. Field tests of carrier 
uniforms will. continue in 10 cities 
through this winter, Before any final 
decisions are made about styles and 
materials. @ 
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First day ceremonies: 


the debut of a stamp 


DLYMPIAN QO > OLYMPL 


QaQ0 > OLYMPIA 


Eddic Eagan 
1920 * 1932 


oO n July 6, 1990, Minneapolis, MN, was the only place in 
the world you could get them. And people by the thou- 
sands lined up for the chance 

On that day, stamp collectors and sports enthusiasts pur- 
chased the Postal Service’s new American Olympians com- 
memorative stamps, received the official “First Day Of Issue” 
cancellation, and had the chance to attend a first day of issue 
ceremony 

Thirty or more times each year, the 
Postal Service launches a new stamp or 
stationery item with a first day of issue 
ceremony and first day cancellations in 
one particular city 

“It’s our equivalent of breaking a 
bottle of champagne across the bow of a 
new ship,” says Gordon C. Morison, 

Assistant Postmaster General for 
Philatelic and Retail Services. “We want 
to give each new issue a proper send-off. 

“First day ceremonies provide 
valuable promotional opportunities,” 
adds Morison. “They are positive events 
for the Postal Service and the local area. 

They generate favorable media coverage 
and create a good feeling throughout the 
community. 

“The ceremonies also stimulate awareness of philatelic 
products and related activities, including first day of issue 
cancellations, which are popular among collectors. With 
philatelic sales adding about $150 million to our bottom line 
each year, we think the ceremonies are a good investment.” 

Planning for first day ceremonies begins more than a year in 
advance, when members of the Stamp Product Development 
Branch try to match sites with stamp subjects. For example, 
Minneapolis, a host city for the U.S. Olympic Festival, was 


Minneapolis 
Division window 
clerk Jeff Bartz 
(right) staffs a 
special unit to sell 
the Olympics stamps 
and other first day of 
issue items to 
collectors and 
guests. (Below) 
Associate 
Postmaster General 
Kenneth J. Hunter 
delivers the 
dedication address. 


chosen for the American 
Olympians stamps debut. 
The day of the festival’s 
opening ceremonies 
would be the first day of 
issue. 

Three months before 
the date, employees from 
Headquarters, the Twin 
Cities Division, and the 
U.S. Olympic Festival 
formed a “First Day” team 
in Minneapolis and began 
“training” for the big 
event. They selected the 
local site, time, and par- 
ticipants for the American 
Olympians stamps ceremony, wrote 
speeches and news releases, designed 
and printed a program, ordered ample 
stamp stock and stacked letter trays filled 
with orders for “First Day Of Issue” 
cancellations that began arriving at the 
postmaster’s office. 

On July 6, at 10 a.m., the American 
Olympians stamps exploded from the 
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Olympian Jesse 
Owens’ daughter 
Gloria Owens 
Hemphill (left), a 
guest at the cere- 
mony, autographs 
first day programs 
for attendees. 


vasbiyy wit 


starting blocks. Serious collectors, 
Olympic fans, postal and governmental 
officials, reporters, and the just-plain- 
curious gathered at the site to hear 
Associate Postmaster General Kenneth J. 
Hunter, a veteran of numerous ceremo- 
nies, deliver the dedication address. 

Just outside the ceremony hall, the 
new stamps sold at a gold-medal pace 
Twin Cities Division employees applied 
“First Day Of Issue” cancellations to 
cachets, programs, and souvenirs bearing 
the stamps as fast as the fast-drying ink 
would allow. After the ceremony collec- 
tors and guests eagerly sought auto- 
graphs of Hunter, Bart Forbes, the 
stamps’ designer, and Gloria Hemphill, 
Jesse Owens’ daughter. 

Says Morison, “Even people who 
don’t consider themselves _philatelists 
get caught up in the electricity of the first 
day issue ceremony.” @ 

Michael O’Hara 

Mr. O'Hara is a marketing specialist 
in the Stamp Product Development 
Branch at Headquarters. 











mployee spirit, enthusiasm, dedication and hard work 
paid off In July when the Postal Service completed its 
first training event as a new member of the Olympic 
sponsorship team. 

Against a backdrop of Postal Service corporate logos and 
Express Mail banners, more than 500,000 spectators flocked 
to see some 37 sporting events during the 10-day U.S. Olympic 
Festival in Minneapolis/St. Paul, MN. That set an all-time 
attendance record for festivals, while millions of other 
Americans watched national television coverage on ESPN. 

The festival also provided a proving ground for three postal 
employee-athietes vying for berths on the 1992 U.S. Olympic 
Team in canoeing and weight lifting. 

Former Olympian Gregory Steward, a rural letter carrier in 
Williamsburg, 0H, two festival medals in flat-water 
canoeing — a si in the 500-meter singles event and 

, 1,000-meter race with 
of Cincinnati. 
ick, a programmer/analyst with the Postal 
Service in Washington, DC, and his partner John 
, gamered a gold medal in team competition in the 
ite-water slalom event. 

Gene Giisdert, a rural letter carrier in Onaga, KS, captured a 
gold medal in weight lifting inthe 123-pound division. 

“i's a very warm feeling, and r great, to have the Postal 
Service involved,” says Steward, competed as a canoeist 
in the 1988 Summer Olympic Game 

“The announcement 
time,” he says. “thad ju 


carrier. Att a} rai , 
U.S. Olympic in the national championships in 
August, so it time for me.” 


Frederick is trying out for the U.S. Olympic Team for the 
first time. With his teammate, he 
the white-water slalom course tewin 
competition for two-man canoes, » 

“it was a fantastic race,” says 
Postal Service is a sponsor of the” . 
even more exciting and gives me a great deal of — to’ be 
competing for a spot on the 1992 

“Along with the Postal Service, we 
says Frederick. “We'll give it our 
glad to have the U.S. Postal Service i 

Gilsdort discovered weight lifting in 1974 and by 
1980s, had eonaliieneraten aed ‘New 3 
old, Gilsdorf is.one older competitors on the n 
circuit. But that doesn’t . 

“if | can improve justa a very good 

chance to make the U.S. Olympic team,” says Gilsdorf, whose 
personal bests are 198 pounds in the snatch and 265 pounds in 
the clean-and-jerk. 

The 1990 U.S. Olympic Festival, the second of thee 
events since the. 


heldt a 
will be held July ¥ —21, 





The search is on 


The search is on for Postal Service employees whe have 
participated in past Olympic Games or who hope to qualify and 
participate as Olympians in the 1992 Winter and Summer 
Olympic Games in Albertville, France, and Barcelona, Spain. 

it’s impossible for us to identify all employees who might 
be competing in the many sporting competitions that can lead 
athietes to qualify for a position on the U.S. Olympic Team. 

it you are an Olympic hopeful, or know of an employee who 
is, we want to recognize the efforts and accomplishments 
involved in that demanding task. Please contact: POSTAL LIFE 
EDITOR, USPS HEADQUARTERS, ROOM 5300, WASHINGTON 
DC 20260-3112, or call (202) 268-2178. 
















Olympic Holiday Gin 
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The U.S. Postal a proud 2 : Olym 
sponsor of the Games. To ? cap, 
commemorate its with the 4 sweat 
Games, the Postal is designing an x Fd 
exclusive line of pic clothing ¥ Baseb: 
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only through 
ine catalog and will not 
be sold gh any other outlet. 

Each tim an employee purchases a 
product, a cantribution will be made to the 
U.S. Olympic Team. In addition, because the 
Postal Service supports American workers, 
every atte yas made to obtain and use 
USA-made and products. 
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«6 A alien i a 
1990 U.S. Olympic 
Festival canoeist and 
programmer/analyst 
Bob Frederick stays 
warm wearing the >. 
jacket and T-shirt . : ~ 

re 

Jacket — White, — 
cotton, high collar, oe & 
solid royal knit cuffs 
and waistband, 
zipper closure, white 
lining, 5-color 
embroidered Postal 
Service Olympic 
composite logo on 
left chest location. 
USA made, sizes: 
S,M,L,XL, XXL. 
USPS140, $49.95 


T-Shirt — White, 50/ 
50 cotton/polyester, 
USA made, 5-color 
silk-screen Postal 
Service Olympic 
composite logo, 
sizes: S,M,L,XL, XXL. 
USPS110, $9.95 

















USPS102, $9.95 


Sweatshirt — White 
raglan sleeve, poly/ 
cotton knit, fleece 
lined, USA made, 5- 
color embroidered 
Postal Service 
Olympic composite 
logo, sizes: S,M,L,XL 
XXL. USPS120 
$21.95 


Sweatpants — White 
poly/cotton knit. 
fleece lined, USA 
made, 5-color silk- 
screen Postal 
Service Olympic 
composite logo 
sizes: S,M,L,XL, XXL 
USPS124, $22.95 



















1972 Oly i 
medal swimmer 


letter carrier Shirley 
Babashoff warms up 
after a swim wearing 
the sport sweatshirt 
and carries her 
Clothes in the sport 








Photos by Gerald Merna 


(not shown) 


USPS T-Shi 

Olympic 

design — White, 

50 cotton/polyester, 
USA made, same 
sweatshirt. 
»L,XL, XXL. 
U , $10.95 
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Belt Pack — Blue, 
nylon zippered 
pouch, sized 

11" x 5" x 4", with 
outer Velero pocket 
and adjustable strap, 
white silk-screen 
Postal Service 
Olympic composite 
logo. One size fits 
all. USPS222, $9.95 


ZB 








as 








Olympic Holiday Gift Catalog — 




















Our Olympic 
commitment 


T he U.S. Olympic Festival held in 
July in Minneapolis/St. Paul was 
more than a proving ground for young 
athletes vying to make the U.S. Olympic 
team. It also served as an Olympic train- 
ing site for a 200-year-old competitor — 
the U.S. Postal Service. 

“The Postal Service is a new member 
of the Olympic Games sponsorship team, 
so — like the athletes — we too are in 
training for the 1992 Olympic Games,” 
says Deborah K. Bowker, Assistant 
Postmaster General, Communications. 

“The Olympic Games represent the 
peak of patriotic pride and individual 
achievement,” says Bowker. “Sponsor- 
ship signals the Postal Service’s support 
of the ideals of the Olympic movement 
and competitive excellence as a theme 
for postal employees to be the best they 
can be.” 

The Postal Service is going after three 
gold medals in Olympic sponsorship that 
parallel the three objectives of its 
Strategic Plan through 1995. “We want 
to improve customer perceptions of the 
Postal Service, instill pride among our 
more than 750,000 employees and 
generate revenue by raising public 
awareness and acceptance of our 
products and services,” she explains. 

And employee involvement will be 
the key, she says. “We see our associa- 
tion with the Olympic movement as an 
avenue to generate employee enthusiasm, 
build a better image in the workplace and 
foster among our employees a tremen- 
dous sense of pride in the organization.” 

Over the next 18 months, the Postal 
Service will launch employee incentive 
programs, product and image promo- 
tions, Olympic stamp and stationery 
items and revenue-generating efforts in 
support of the strategic goals. These 
programs are: 

Revenue contribution 

* An expedited product incentive 
program under which employees who 
generate leads that result in sales can win 
prizes and a trip to the Olympics. 

- A catalog sales program designed to 
generate new Priority Mail business 
through catalog mail order return ship- 
ments. 


* A merchandising program to include the 
sales of clothing and products bearing the 
Postal Service Olympic composite logo. 

* An Olympic philatelic progiam that 
includes issuing Olympic postage stamps 
and stationery and a stamp art contest (see 
box below) to create awareness and interest 
in stamp collecting. 

+ A licensing program to 
market the composite logo 
and Olympic stamp designs. 

* A USPS Olympic adver- 
tising program that will 
generate revenue by enhanc- 
ing Postal Service brand 
awareness and image for 
customers and pride 
among employees. 


Service 


Olympic hopeful and rural letter carrier 

Gene Gilsdort lifts his way to a gold medal 
at the United States Olympic Festival in 
Minneapolis in the weight lifting event. 





enhancements 

* A quality awareness 
program that will remind employees how important their daily 
efforts are. Employees who display quality — accurate, 
efficient and courteous — work will be nominated to the USPS 
Olympic Quality Club. Members are eligible for prizes and 
trips to Disney World in Orlando, FL, and to the Summer 
Olympics in Barcelona, Spain. 

¢ An automation/addressing program, part of an ongoing 
effort of the Office of Address Information Systems, is 
designed to achieve positive results in directory match rates, 


Olympic sponsorship events and activi- 
ties through postal publications 
“Employees can expect to hear more 
about these programs through their 
division offices beginning this year and 
throughout 1991 and 1992,” adds 
Bowker. “Participation provides a 
wonderful opportunity to build postal 
spirit and win a trip to the Olympics."S 


encoding rates and the letter mail readability 
index. The division team in each region 
scoring the highest in readability will share a 
cash prize among team members. 
Employee commitment 

* Participation in Olymip‘c Festivals such 
as this summer in Minneapolis and in 
Los Angeles in July 1991 to foster pride 
among postal athletes competing in events 
(see story on page 9) and among employees 
who volunteered to work at the event. 

* Creation of the Olympic Postal Express 
with other corporate Olympic sponsors as 
“America’s salute to the games,” which will 
feature a festive cross-country caravan that will 
travel through 30 major U.S. cities. The 
caravan will begin in Disneyland on the west 
coast in April 1992 and end in Disney World in 
Florida in July. 

* A communications program that will 
include special events such as raising the U.S. 
Olympic Committee flag at post offices nation- 
wide, featuring postal Olympic athletes in 
internal promotional activities and reporting on 


Stamp art contest 


Along with its 30 partner postal administrations, 
the Postal Service is sponsoring an international 
Stamp Art Contest, which will culminate in the largest 
joint issuance of postage stamps ever. Each country 
will conduct its own competition and select a single 
design to be fully developed as a postage stamp 
issued by that nation. The stamps will commemorate 
the Olympic Games and be issued during worldwide 
dedication ceremonies in 1992. 

The Postal Service will send its winning Olympic 
stamp designer to the 1992 Summer Olympic Games 
in Barcelona, Spain. The artist also will receive 
$3,000 as part of the design contract for the winning 
entry. 

For more information, including a copy of the 
contest rules and an entry form, call (202) USA-1992 
or send your name and address along with a self- 
addressed stamped envelope to: INTERNATIONAL 
STAMP ART CONTEST, PO BOX 23990, 
WASHINGTON DC 20026-3990. 
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QUALITY 


focusing on excellence 


from page I 

quality process as a way of corporate life seven years ago. In 
1990, Xerox received the prestigious Malcolm Baldrige Award 
for epitomizing quality excellence in business. 


Customer satisfaction 

Company executives and quality consultants agree that 
focusing on and improving customer satisfaction with a 
company’s products and services provides significant short- 
and long-term benefits, and that the cost of doing this is 
minimal when measured with the long-term returns. 

That's exactly what some postal managers and employees 
have discovered as they begin testing quality as a workplace 
lifestyle. In the Albany and Nashville Divisions, management 
and craft employees are working with a quality process in 
every area of operations, support and customer services. At 
New York’s JFK Airport Mail Facility, international mail 
management and employees are implementing a quality 
process called Focus Superior Service, which stresses getting it 
right the first time and customer satisfaction. (See story on 
page 15.) 

The Information Resource Management Department at 
Headquarters, meanwhile, has been working with its own 
quality process as a way to improve internal customer satisfac- 
tion. That is similar to a process introduced at the San Mateo, 
CA, Postal Data Center (PDC) where employees are showing 
that quality can make a difference in support areas as well 

These “islands” of quality, participants say, actually may be 
the beginning of what they hope will become a quality revolu- 
tion in the Postal Service, much like the one that started in the 
private sector during the last decade 

But change in the way we do business and in people’s 
attitudes does not come quickly. Says David T. Kearns, chief 
executive officer for Xerox Corporation, “The introduction of 
quality into a business costs money, but only in the short run 
Now that we at Xerox have made continuous quality improve- 
ment and focus on the customer part of our corporate culture 


14 


and daily working life, the costs are relatively low, and the 
rewards tremendous.” 

Xerox has become a genuine American success story. In the 
late 1970s, the company’s back was against the wail. “Japa- 
nese manufacturers were selling quality copy machine products 
to the customer for what it was costing us simply to make 
them,” explains Kearns, “and they had better product develop- 
ment than we did.” 

To survive, Kearns says executives and employees were 
forced to rethink their business attitudes and behavior, and to 
examine the process of doing business and not just the out- 
come. “We had to see things from the customers’ point of 
view,” he explains. 

Seven years later, the payoff has been tremendous and 
Xerox leads its industry. “Our company buzzwords now are 
zero defects, customer satisfaction, employee empowerment 
and quality thinking,” adds Kearns. 


Emphasizing quality 

But Xerox is only one of a relative handful of American 
companies that has made quality the basis of its corporate 
culture. In a recent Time Magazine interview former U.S. 
Labor Secretary William Brock agrees. 

“Workers use the tools managers give them. We can make 
our workplace so much more fun and we can get rid of so much 
overhead,” Brock says, adding that the bureaucracy that has 
overtaken many businesses tends to de-emphasize the quality 
of workers and increase the number of supervisors. “What a 
waste.” 

Many companies like Ford, Xerox, and others including 
Motorola Corporation, Florida Power and Light, Eastman 
Kodak, Milliken Company (textile manufacturer) and Union 
Pacific Railroad, have adopted the message espoused by 
quality “gurus” W. Edwards Deming, responsible for helping 
to make Japanese products over the last two decades synony- 
mous with quality, and Philip B. Crosby, whose 14-step quality 
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improvement process is now being adopted by many American 
corporations and by the Nashville and Albany Divisions 

Union Pacific Railroad is a classic case of how a service 
based company refocused and reduced its 100-year-old 
corporate culture to one key objective customer satisfaction 

W. Kent Sterett, Union Pacific's assistant vice president for 
quality, says that in the early days, customers needed railroads 
more than we needed customers. That lasted until railroad de 
regulation in the late 1970s . From the ashes of 150, only 
seven railroads emerged into the 1980s and the competitive 
transportation marketplace where trucking was king 

Union Pacific’s management, faced with declining profits 
and market share, turned its fortunes around by placing the 
needs of customers first. The company implemented a total 
quality management system and instilled a culture of continual 
improvement. “The pursuit of quality is a process that lasts 
forever,” says Sterett. “And it pays off. Deming is right when 
he says, “As quality increases, productivity increases.” ” 

Sterett adds that there were start-up costs to implementing 
quality and changing attitudes and that turning service around 
took time, “But we now are saving $100 million a year and 
using some of those savings to finance the process. And Union 
Pacific, now known as an innovator, is among the most 
profitable in its industry.” 


Exploring the process 

How will the quality process work in the Postal Service? 
Postal executives from Postmaster General Anthony M. Frank 
on down are now examining how the organization can benefit 
from the principles of Deming, Crosby and others, and the 
experiences of successful private sector corporations 

In July, top postal executives participated in a meeting 
whose sole topic was quality. PMG Frank told participants it 
was time the Postal Service looked at quality in a meaningful 
way. “We are close to achieving quality financially, but we 
can’t just focus on that. We have to look at everything, and 
this is only a first step.” 

A group of senior postal executives, headed by Associate 
Postmaster General Ed Horgan, will continue exploring quality 
options including examining the actions and results of the 
“islands of quality” in the Postal Service today 

“If we are going to become a quality- and customer-driven 
organization, it will have to start from the top, and we will have 
to look at every area of operations and support,” says Horgan 

“In some ways, as an organization we have begun to move 
in that direction,” he adds. “We have a Strategic Plan and a 
new outside service measurement system. We have systems 
certification to ensure the quality of mail entering the mail 
stream. This is our quality promise to our customers 
meeting our service commitments at reasonable rates at less 
than the rate of inflation 

“Imagine a Postal Service where all 750,000 employees 
have the necessary tools and are able to do their jobs right the 
first time,” says Horgan. “Just think what that would mean in 
terms of quality, productivity and customer satisfaction if we 
had reduced missent and missorted mail, and had well 
Gesigned and maintained equipment to keep the mail moving to 
customers on schedule 

“A lot of work lies ahead,” he adds. “We have much to 
learn and examine about quality, but we also have much to gain 
for this organization.” & 
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Selling service 


When Robert Bush, 
(below) Postmaster 
of Hugo, OK, popula- 
tion 7,500, heard 
that the new mail 
order company that 
moved to town was 
using a competitor 
to ship its parcels, 
he didn’t get mad, he 
got even by doing 
better than the 
competitor. 

“In March 1989, 
our newspaper ran an 
article that said 
Lifetime Automotive 
Products moved to 
Hugo because of a 
United Parcel 
Service (UPS) hub in 
the area,” recalls 
Bush, a 22-year 
postal veteran. 
“That story got me 
riled up, so | went to 
talk to them and tell 
them we could do the 
job more econom- 
ically, better and 
faster than UPS.” 

To sell the 
company, which was 
mailing about 2,000 
parcels a day, Bush 
and his supervisor 
Robert Weston 
conducted a test 
mailing of parcels to 
suburban and rural 
areas around the 


country. Armed with 
proof — mail dates 
and on-time arrival 
postmarks for each 
parcel — Bush and 
Tulsa, OK, Manage- 
ment Sectional 
Center account 
representative Kathy 
Siephens, convinced 
the company to shift 
its business to the 
Postal Service 
Starting in June 
1989 with about 200 
parcels a day . 

“By June 1990, the 
company had 
shipped more than 
1.3 million parcels 
worth more than 
$680,000 in 
postage,” says Bush. 
“On average we now 
handle about 10,000 
parcels a day with 
only a small increase 
in hours. Postal 
employees in Hugo 
have a tremendous 
sense of pride and 
work hard to provide 
quality service to 
our customers.” 

Bush and his 
employees’ 
accomplishments 
have not gone 
unnoticed. C.C. 
Fitchner, li, the 
chairman of Lifetime 
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Automotive Products, recently 
wrote to the Postmaster 
General commending the 
Postal Service and Hugo | 
employees for helping his } 
company save $1.9 million in 
shipping and postage costs and 
for providing quality service. 


Just call it 


home 

There’s a popular nursery 
rhyme that tells about an old 
woman who lives in an unusual 
home — a shoe; Montauk, NY, | 
clerk Marge Winski (right) has 
a similar tale. She’s not old, | 
but she lives in a lighthouse. | 

“Three years ago, | was 
looking for a job with stability 
and security, and | was lucky 
enough to get a job with the 
post office. About the same 
time the Coast Guard turned 
over the historic Montauk 
Point Lighthouse to the 
Montauk Historical Society,” 

Winski recounts. “Since the 

romance of lighthouses appealed to me, | 
wrote the society and offered to become 
caretaker, groundskeeper and anything else 
they needed in exchange for living in the 
lighthouse’s two-bedroom apartment. They 
accepted, and | moved in.” 

Does she hear many jokes about living in 
such an unusual place? “A few,” she says. 
“Most people don’t believe me at first. But, | 
truly love it here. It’s a quiet, beautiful spot 
surrounded by 3,000 acres of park land that is 


| 
| 
| 
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home to a wide variety of bird 
species.” 

In her spare time, between 
working at the lighthouse and the 
post office, particularly during the 
busy summer tourist season, 
Winski studies and photographs her 
“feathered” neighbors, and also is a 
member of the Montauk Ambulance 
Team, helping the human members 
of her community. 


A philatelic encounter 

When Newcastle, WY, Postmaster Gary Sims (right) 
decided to do something special this summer to 
commemorate Wyoming's centennial celebration, he 
wasn’t trying to get into the movies. 

What he decided to do was climb the 865-foot-high 
Devils Tower, a rock formation that played a central role 
in the 1978 movie Close Encounters, and to cancel special 
cachet envelopes provided by the Newcastle Chamber of 
Commerce bearing the Wyoming State commemorative 
stamp. 

“1 did it for fun, although I’m not a rock climber, so | 
asked an experienced climber to help me make it to the 
top,” Sims says. “After the Park Service approved the 
climb last spring, the story appeared in Linns Stamp News, 
and the requests to cancel envelopes began pouring in, 
about 4,000 in all, including one from Wyoming Senator 
Alan Simpson.” 

Sims says the climb turned out to be a little harder than 
he and his guide thought it would be when a thunderstorm 
hit as they were halfway up Devils Tower. Undaunted, he is 
planning his next climb later this year to Teton Peak 
(featured in the Wyoming stamp) withCarol Rookstool, 
director of Field Operations in the Cheyenne, WY, 
Management Sectional Center. 


Bob Archbold 
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Q$ey LYMPIC PROFILE 
A reunion of _ fits is pat of a series of atices 
‘firsts’ profiling postal employee Olympians ) (eles (- 
“One thousand, two When 61-year-old Richard Cortright y oh 7 


thousand, three finishes Tour I as a distribution clerk and 





As his love of biking grew and his speed 
thousand.” Those three 


numbers were familiar 
and critical to Dick Green, 
(below) Modesto, CA, 
supervisor of Delivery and 
Collection. A paratrooper 
of the 555th Parachute 


relief expediter at the main post office in 
Buffalo, NY, he goes home for a little 
sleep, and then hits the road for a 25-to- 
40-mile bicycle ride. That’s a difficult 
feat for most people at any age, but not for 
Dick Cortright. 


~° 1952 ”" increased, the determined teenager spent 


most of his free time practicing and win- 
ning races. His name and picture, splashed 
across the pages of local newspapers, en- 
couraged him to practice even harder. “I 
Started going out of town for races — 
Detroit, Chicago, Texas, California, but 


KA 
. © 
infantry Battalion, this He rode more than twice that distance Wnoy 9 


most of the races were across the border in 
every day while practicing for three con- 


Canada,” says Cortright, who was affec- 
secutive Olympic Games. Cortright never Goin g for tionately called “the Pound of Baloney and 
won a medal in the Olympics, but he Loaf of Bread Biker.” He earned traveling 
treasures the gold medal he won in the money doing construction work, but could 
1959 Pan American Games. He and his the gold only afford to sleep in the car and eat 
three teammates were the first American baloney sandwiches. “In those days, we 
cyclists to win a gold medal in international competition. weren't allowed to have a sponsor and we couldn't make a 
Cortright was among the first in the armed forces to be dime. Your prize was a trophy, or maybe a watch.” 
allowed to compete in the Olympics. The Army allowed him Cortright’s cycling days were put on hold when he was 
to train for the 1952 Olympics in Helsinki, Finland, in which drafted into the Army in April 1951. He didn’t ride a bike 
he finished in sixth place. In 1956, he was seventh in the for more than a year while stationed in West Germany. Af- 
games in Melbourne, Australia, and eighth in the 1960 ter writing several letters to authorities, Cortright got his 
Olympics in Rome, Italy, serv- 
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country’s only all black 
military airborne unit 
created during World 
War ll, Green says, 
“Those words prepared 
young paratroopers for 
the shocking impact of 
an opening parachute.” 

Several months ago, 
Green attended a reunion 
of the 555th as part of a 
50th anniversary 
celebration of America’s 
fiercest warriors, the 
airborne soldier. 

Green, who joined the 
Postal Service in 1978, 
was not only a member of 
the elite 555th, but he 
was one of the three 
original black 
Pathfinders in the history 
of the U.S. Army. 
Pathfinders were the 
elite scouting force that 
preceded a drop and 
prepared the area for the 
main airborne jump. 

“| met people | hadn't 
seen in 40 years,” says 
Green, adding that he and 
his friends spent much of 
the time reminiscing 


ing as team captain during both 
games. 

“I think the Postal Service 
sponsorship is great. They 
should have done it sooner,” 
says Cortright, a 17-year postal 
veteran. “It goes a long way for 
patriotism because the Postal 
Service is an important part of 
America — that’s what it’s all 
about. American participation 
in the Olympics is paid for by 
contributions, while govern- 
ments of other countries pay 
their athletes’ bill.” 

Cortright, who got his first 
taste of bicycle riding at age 13, 
was a self-taught cyclist — he 
never had a coach or corporate 
sponsor. He became fascinated 
with the sport watching his big 
brother ride his bike. His legs 
were too short to reach the ped- 
als on his brother’s bike, “But I 
used to get on it anyway — and 
fall over,” says Cortright, who 
grew up to nearly six feet tall 
and weighed 177 pounds during 
his Olympic years — the same 
weight he is today. “My dad 


| bought me a second-hand Eng- 


lish racer for $20.” 
The young Cortright got 
busy, riding several hours a day until he became 


_________—. wish. The Army released himto 


train for the Olympic Games. 
He brought the same pride, 
determination and self-disci- 
pline that made him an Olympic 
competitor to his Postal Service 
job. “I don’t need anybody 
watching over me to do a job,” 
said the father of two daughters 
and a son. “You know what you 
have to do and you do it. I think 
I work harder by myself than I 
would under constant supervi- 
sion. That probably goes back 
to my Olympic training.” 
Reflecting on his Olympic 
years, Cortright says 
he still loves cycling, 
but warns people that 
biking can be a dan- 
gerous sport without 
the proper equipment 
and a protective hel- 
met. “Ten of my good 
friends were killed in 
cycling accidents,” 
says Cortright, who 
suffered several inju- 
ries, including a bro- 
ken collarbone and se- 
vere back injury. 
i “Sometimes when 
| I'm out riding for 
pleasure and to smell 


dangerous jumps. It was the flowers, I catch myself training,” says Cortright. “I 
quite a thrill to lead the faster than anyone in his predominantly Italian neighbor- have to tell myself, ‘No, dummy, you're not going to the 
way.” | hood, including his big brother. Olympics anymore as a contender.’ ” 
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T he word is out: Coeur d’ Alene, the 
“City with a Heart” is in. 


With a kaleidoscope of year-round ac- 
tivities to color any visit, this Northern 
Idaho community is rapidly becoming 
the secret everyone is talking about. And 
no wonder. 

Decorating the north shore of Lake 
Coeur d’ Alene, the city of 25,000 people 
lies 33 miles east of Spokane, WA, 60 
miles west of the Montana border and 
100 miles south of Canada. The city’s 
name means “heart of the awl, ” from a 
name given to the Native Americans by 
French traders in the 1800s to honor their 
sharp, astute business acumen 

Surrounded by lush forests carpeting 
the surrounding hills, this “City on the 
Lake” is a hot item in the Pacific 
Northwest, where water is the ingredient 
for outdoor activities. Lake Coeur 
d’Alene stretches 25 miles south from 
the city and offers 135 miles of shore- 
line. 

“More than 60 other lakes lie within a 
60-mile radius, so the area is seen as an 


unhurried, uncrowded vacation spot, 
regardless of the season,” says John 
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A diamond. in Bap ,roustt ot outdoors 


Trusty, who applies his maintenance 
skills to keep things operating at the 
Coeur d’ Alene Post Office. 

Among the first things you'll discover 
are the people and their hospitality, says 
Postmaster Robert L. Evans. “It’s a very 
open, friendly community. 

“On any spring or summer evening, 
it’s easy to mingle with residents and 
guests. All you have to do is walk on the 
sand at City Beach or stroll along the 
world’s longest floating boardwalk,” he 
says. 

The boardwalk, which is 12 feet wide 
and extends 3,300 feet, rims a 372-slip 
marina at the Coeur d’ Alene Resort. 
Nearby, the city boasts a large park 
adjacent to the downtown area, where 
winding tree-lined sidewalks connect it 
to the city center. 

On the waterfront, you can get away 
from it all in a seaplane; jump aboard a 
paddlewheel cruise boat; rent a canoe, jet 
skis, or windsurfer; ride horseback; and 
parasail 500 feet above the lake. But 
don’t worry about crowds. 

“With surrounding lakes and hun- 
dreds of streams less than an hour away, 






Northern idaho shimmers under the sun for 
Coeur d’Alene Postmaster Robert L. Evans 
atop Silver Mountain (top), where the world’s 
longest gondola transports hikers and 
wintertime skiers to the summit. Lake Coeur 
d'Alene is the center of recreational 
activities, where water skiers like City Carrier 
Ann Kline (lower) can slice through the lake's 
azure waters. (Middle) On a calmer note, at 
least until “the big one” strikes, Bulk Mail 
Clerk George Smith, left, and John Trusty, 
building maintenance, ply their angling skills 
in hopes of landing a 30- to 40-pound salmon. 


Photos by Gerald Merna 





there is room for everybody,” says Trusty. “Whatever 
you want to do, there’s somewhere here to do it.” 

For Trusty, along with Bulk Mail Clerk George Smith 
and a boat full of friends, that most often means angling 
in the Big One Chinook Derby where catching a salmon 
weighing anything less than 30 pounds won't get you 
near the winner's circle. “A 35- to 40-pound salmon will 
put you in the running,” says Smith. 

“If you want history and scenery, it’s no further than a 
leisurely walk to Tubbs Hill Nature Trail, the nearby Fort 
Sherman grounds and the Museum of North Idaho,” 
Smith adds. “Or take an afternoon stroll by historic 
homes and landmarks along the waterfront and in the 
downtown area to round out the day.” 

According to Trusty, during winter Coeur d’ Alene is 
as peaceful (or exciting) as a visitor could want. “That's 
when it changes colors to serve as a base of operations 
for winter sports. Ice skating, snowmobiles, cross- 
country skiing and ice fishing are just one mile away at 

Fernan Lake, while 
downhill skiing thrives to 
the east at Silver Moun- 
tain in Kellogg, ID.” 
Adds Evans, “All of 
these events and activities 
bring a host of guests to 
the Coeur d’ Alene Post 
Office. We are sensitive 
to their needs, give 
directions, answer 
questions and provide the 
services they need.” 
One rare postal service 
is the Marine Route — 
Highway Contract Route 
11 — where Frank 
Cozzetto delivers mail by 
boat to some 140 
lakeside cabins accessible only by water. Nicknamed 
“Red,” Cozzetto slices across the lake in an 18-foot pow- 
erboat to deliver mail six days a week during the sum- 
mer. Weaving in and out of tiny inlets and bays, he zeros 
in on mailboxes mounted at the end of docks. During the 
winter, delivery is made three days a week (weather per- 
mitting) to only a handful of residents hardy enough to 
stick it out year-round on the lake. 

“The best thing about Coeur d’ Alene is the people,” 
says Trusty. “They will take the time to help you and to 
get to know you. It’s the only place to live (or visit), 
because they havent forgotten old-fashioned hospital- 
ity.” 

Echoes Evans, “Coeur d’ Alene was named an All- 
America City this summer, one of 10 cities in the United 
States so honored and the only Pacific Northwest com- 
munity to receive the award. That's certainly proof, and 
we are proud of it. Come and visit us.” @ 


(For more information about planning a vacation in 
Northern idaho, write to the Coeur d'Alene Visitors’ Bureau, 
PO Box 1088, Coeur d’Alene, ID 83814-1988, or call 1-800- 
CDA-4YOU or 208-664-0587.) 


oO Nn any given day, if you read a newspaper or 

magazine, or watch a television news show, 
you are likely to find a story about the rising costs of 
health care in the United States 

It is easy to single out possible causes, including 
increases in physicians’ fees, use of new medical 
technologies, the high cost of malpractice insurance or 
the expense of providing medical care for the aging 
American population 

But what can we do to contro! costs? 

Employers and employees have a stake in 
keeping health care expenses reasonable. Employers 
are now providing alterna- 
tives to the more traditional 
indemnity plans including 
health maintenance 
organizations (HMOs), 
which provide medical care 
at one location, require no 
claim forms and keep 
members’ costs low 
individual practice associ- 
ations (IPAs), which 
provide care by a select group of physicians in their 
own Offices; or indemnity plans with preferred provider 
organizations (PPOs), in which treatment by a select 
group of doctors and hospitals brings lower rates or 
higher benefits 

Managed care is an approach insurance 
companies use to contro! health care costs. Provisions 
you may recognize from the Federal Employees Health 
Benefits Program (FEHBP) include catastrophic case 
management (where special attention is given to the 
relatively few patients whose ilinesses result in very 
high medical costs), required pre-certification of 
hospital stays or required second opinions for certain 
surgical procedures. 

These approaches are designed to help 
employees make good health care choices and use 
benefits wisely. But what else can the individual user 
do to control costs? 

One answer is to be a smart health care buyer 
While the Postal Service continues to look into 
establishing its own health 
program, for the open 
season beginning 
Nov. 13, 1990, 
you stili will be 
covered 
under the 
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Controlling 
health care 


costs 
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a 
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FEHBP. The vast array of plans 
the FEHBP offers can be 
corfusing However, your 
personnel office has information 
to help you make the best choice 
including tips on selecting a 
health plan published in the 
Postal Bulletin just prior to open 
season 

Consider ways of reducing the premium you pay 
Out every paycheck. ideally, you will buy only as 
much health insurance coverage as you need. Don't 
select a high-premium high-cost health plan if you 
only need basic protection. On the other hand, don't 
select a plan that offers low coverage levels if you 
expect high health care expenses 

Remember, choosing the highest cost plan does 
not guarantee receiving the most benefits for your 
premium dollar. Consider whether an HMO, an IPA 
or an indemnity plan with a PPO is a good alternative 
for you 

For individual health care users, controlling 
health care costs goes beyond smart health 
insurance choices. If you do need medical care, it is 
important to be informed. Are you receiving more or 
less treatment than you need? 

But individual users can exercise the greatest 
control over health care costs by preventing injury 
and illness. Do you wear a seat belt both as a driver 
and as a passenger? Have you found and corrected 
safety hazards at home and at work? Many illnesses 
can be prevented or controlied by changes in 
lifestyle. Regular moderate exercise, good nutrition 
quitting smoking or illegal drug abuse and limiting 

alcohol use, losing weight if you are 
sy Overweight or gaining if you are 

BL “Jj underweight, keeping an eye on 

* basic medical indicators like blood 
Z } pressure and cholesterol level 
Ah reducing stress — all can improve 

your chances against heart disease 
cancer, respiratory diseases like 
emphysema and pneumonia and circulatory 
disorders like hardening of the arteries and 
strokes. Just as important, making healthy 
lifestyle choices can improve the quality of your life 
and the enjoyment you get from it 

The medical community, your employer and 
your insurance company have a responsibility to 

help control health care expenses, and you should 

expect that of them. But, when well-informed 
you are in the best position to control your own 
health care costs. = 
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‘Express’ 


commute 

Bus riders in Grand 
Rapids, Mi, (above) 
and Little Rock, AR 
(right) get the Express 
Mail message when 
they ride buses that 
have been turned into 
moving billboards for 
the Postal Service's 
overnight delivery 
product 

Although the artistry 
is postal inspired and 
designed, the 
opportunity was 
created through the 
respective 
transportation 


departments 
need to 
generate 
revenue for 
mass transit 
by selling 
‘outside” advertising 
on buses 

“This is an example 
of a program that 
benefits everyone 
The city makes 
money, while we 
receive citywide 
exposure for our 
services and products 
and boost employee 
morale and pride at 
the same time,” says 
Grand Rapids Division 
General Manager/ 


Postmaster James 
Westcott. 

Adds Little Rock 
Division General 
Manager/Postmaster 
Sal Gennaro, “The 
bus keeps our product 
before the public eye 
all day long, seven 
days a week. The 
public response has 
been great and 
Express Mail sales 
are up.” 


| For employees interested in owning an IBM-compatible personal 


renewals. 





computer, the opportunity may be close at hand. Through a 
cooperative agreement with a major contractor, individual postal 
employees may purchase computer equipment and software at 
savings up to 45 percent off the retail price. 

Catalogs are now available through the supplier, Sysorex 
Informations Systems, Inc. by calling 1-800-323-8287. 

This special offer will be available for the life of the contract, 
expected to run through July 1991 with the option of three one-year 





PRESORTED 


FIRST-CLASS MAIL 


POSTAGE & FEES PAID 


BRIEFS 


Is it real, or fraud? 
Each year the Postal Service pays the U.S 
Department of Labor hundreds of millions of 
dollars to cover the cost of workers’ 
compensation claims. 
Over the past decade, that figure has doubled 
from $170 million in 
1980 to an estimated 
$341 million in 1990 
Long-term liability 
through 1989, based 
on estimatec future 
costs of compensation 
Claims already in the 
system, is $3.7 billion 
Part of the increase 
comes from the 
Steady stream of 


‘Cheerio!’ 

Forty-two days after 
setting off from the 
steps of the New York 
Main Post Office, 
Royal Mail Letter 
Carrier Stephen 
Bullen (r) pedaled into 
the Los Angeles 
General Mail Facility 
on June 28 to 
complete a 3,000-mile 
cross-country bicycle 
trip for charity. 

Bullen, 27, of 
Liverpool, England, 
received more than 
$10,000 in pledges for 
his ride, which benefited the Royal National 
Institute for the Blind in England 

Riding an official 80-pound Postal Service 
bicycle, some 40 pounds heavier than bicycles 
used to deliver mail in Liverpool, Bullen had to 
revise his timetable and route. “Sometimes | had 
to go backwards to go forward,” says Bullen, 
explaining that weather and highway restrictions 
forced him to take circuitous detours. 

Along his route, postal employees displayed 


Mike Jones 


claims — 61,600 last 
year — and rising 
health care costs 
But, a significant 
percentage of the 
overall expense also 
comes from workers’ 
compensation fraud 
and abuse 

Chief Postal 
Inspector Charles R 
Clauson says abuse 
can be as simple as 
Claiming that 
symptoms from a 
reported injury persist, 
just to get an extra 
day or two off with 
pay. Fraud cases 


2 5 Poor 
Peis 


classic American hospitality 


USPS 
PERMIT G-10 


generally involve 
employees who fake 
an injury to get paid 
time off or who collect 
total disability 
payments while 
working another, often 
strenuous job 

While the vast 
majority of employees 
who collect workers’ 
compensation have 
legitimate claims, the 
Postal Inspection 
Service last year 
identified 295 
employees who were 
receiving workers’ 
compensation benefits 
illegally. Thirty-nine 
were arrested and 
charged with fraud. 





In addition, the 


National Association of Letter Carriers provided 
dinners and motel rooms along parts of his 


journey 


“| couldn't have made it without 


everyone's help here in America,” says Bullen. 


“I'm very grateful.” 


No novice to long treks, last year Bullen rode a 
British mail bike across Australia and also 
sponsored an 11-day, 350-mile walk from 
London to Paris, via Brussels. 
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